This article proposes a classification of the current differences between online videos produced specifically for television and online videos produced for the Internet, based on online audiovisual production on climate change. The classification, which consists of 18 formats divided into two groups that allow comparisons to be made between television and web formats, was created through the quantitative and qualitative content analysis of a sample of 300 videos. The findings show that online video's capacity to generate visits is greater when it has been designed to be broadcast on the Internet than when produced for television.
The online video brings together a large variety of components: moving images, still images, ambient sound, computer graphics, labelling, statements, music and inserts, with a hybridisation assimilated mainly by the young [Favero, 2014] . The narrative essentially has to be at the service of the information to be transmitted and has to encourage audience participation [García-Avilés, 2012; Burgess and Green, 2013] , especially through users' comments and active debating [Thelwall, Sud and Vis, 2012] . Another key element is virality: a video becomes viral when a high level of reproductions is reached through being widely shared among users [Teixeira, 2012] .
Web videos are often created by users. There is no commonly accepted definition of user-generated content (UGC). The Organisation for Economic Cooperation and Development (OECD) defines UGC as content made publicly available over the Internet, which reflects a "certain amount of creative effort", and which is "created outside of professional routines and practices" [Wunsch-Vincent and Vickery, 2007] . A third criterion allows UGC to be differentiated from professionally generated content (PGC), which is produced by the media and journalists. This distinction is becoming increasingly complicated as the level of quality of contents produced by amateurs means that on occasion it is difficult to differentiate it from professional content. It should also be borne in mind that the concept of "user" is complex since it includes not only the social function of the individual as a generator of participation and civil engagement but also their economic activity as a producer and distributor of contents [van Dijck, 2009 ]. As Kim [2012] points out, YouTube has a significant impact as a distributor of both UGC and PGC through its own commercial, advertising and legal system. YouTube has become the preferred platform to watch videos due to its popularity and the fact that it is also free. Most of the videos on YouTube last no more than two minutes [Peer and Ksiazek, 2011] . Competition from other formats, the fight for audiences' attention and viewing on small screens encourages the production of brief online videos. Although they are not free of controversy in science, YouTube videos are a popular source to learn about science and technology, and are also increasingly cited by scientists in these fields [Kousha, Thelwall and Abdoli, 2012] . Thus, the potential of online video as a science communication tool is widely acknowledged, especially regarding the possibility of establishing a dialogue with the audience and building online communities [Erviti and Stengler, 2016] . same attention as it does on television or in the press. Several factors, such as time, audience or budgetary constraints, make it difficult for broadcast media to cover climate change in greater depth. However, these limitations are not so prevalent on the Internet; here, the users are those who choose when they watch contents and how much time they dedicate to doing so.
With the aim of contributing to the study of online audiovisual production on climate change, this article proposes a classification of the differences between online videos produced for television and online videos produced specifically for the Internet.
Online video as a tool to communicate science
Entertainment media and social media influence the perceptions of science and research and represent growing channels for the popularisation of scientific culture [Allgaier, 2013] . In this respect, Tan, Jocz and Zhai [2015] found that popular culture and social media strongly influence and shape how children view scientists. Websites in general and online videos in particular may play an extremely important role in the so-called "informal education" processes [Jeffs and Smith, 1990, pp. 6-11] as well as enabling users to become active participants in relation to science without neglecting the importance of maintaining certain parameters of scientific rigour that ensure their quality [Van Riper, 2003 ]. The production of science videos and blogs provides opportunities for the public to participate in, and learn about, scientific processes [Brown Jarreau, 2015, p. 2] and generates greater possibilities of engaging with science issues [Roth and Friesen, 2014] .
We understand the term online science video to refer to that format that shows on the Internet content about a science issue with an educational objective aimed at a wide audience. In science videos, the need has arisen to sacrifice a certain degree of the message's complexity and rigour in order to make the advances, problems and questions related to science more accessible to the public [Dunwoody, 2008, pp. 18-21] . Throughout this article, we will use the term "online science video" and "science video" interchangeably when referring to the definition described above. Similarly, our study differentiates two types of formats: on the one hand TV formats, i.e. those videos whose primary broadcast channel is television, and secondly, the Internet; and, on the other hand, web formats, which are those videos whose diffusion is limited to the Internet, since this is the medium for which they were originally created.
Online science videos are characterised by their diverse formats. On the one hand, there are formats typical of television journalism, such as news, reports and interviews. On the other, news contents are combined with other promotional, fictional or persuasive contents. The variety of producers, genres and formats makes it difficult to establish a classification, since not all producers are considered scientific communicators and the success in the distribution of contents and their rigour depend on different criteria, especially as a result of their popularisation on YouTube [Welbourne and Grant, 2015] . Therefore, it should be borne in mind that there are widely varying standards that depend on content quality, production values, the level of entertainment and scientific rigour.
The classification of videos into different types, therefore, becomes a complicated task as the numbers of videos created by users and their peculiarities increase exponentially [Geisler and Burns, 2007] . At the same time, some producers of scientific videos are not familiar with the standards of science nor are they subject to the supervision of scientific rigour [Kousha, Thelwall and Abdoli, 2012] . As highlighted by Muñoz Morcillo, Czurda and Robertson-von Trotha [2016, p. 7] in their study of science videos published on YouTube, "the results suggest that the most popular science videos are not always the most complex or in-depth". This same study provides a preliminary statistical analysis of the types and characteristics of the most popular science videos on YouTube and identifies a wide variety of genres and subgenres.
Our study analyses popular videos on climate change published on the Internet, with the aim of establishing a classification of the main current formats of online science videos. We chose videos about climate change as it is considered one of the most important topics in terms of scientific communication since 1988, when the Intergovernmental Panel on Climate Change (IPCC) was established and a severe heat wave notably increased the amount of information on this phenomenon [Greenberg et al., 1989] . And also because, in general terms, the media is the place for the privileged discussion to address environmental risks [Hulme, 2007, pp. 117-120] .
Various studies have analysed the communication of risks associated with climate change [Smith, 2005; Painter, 2013] , the public's perception of this problem [Lorenzoni and Pidgeon, 2006; Sterman, 2008; Morton et al., 2011] and the current controversy surrounding this environmental risk [León and Erviti, 2011; Lopera and Moreno, 2015] . The coverage of climate change has been addressed from the perspectives of scientists, journalists and the public [De Lara, 2014] , and its framing on television news programmes tends to focus on negative issues and environmental threats [Hart and Feldman, 2014 ]. Moreover, the low level of coverage of climate change on television news may be related to the scarcity of attractive images available to TV channels [León and Erviti, 2015] .
Objectives and research questions
The main objective of this study is to propose a classification that establishes the current differences between online videos produced for television and online videos produced specifically for the Internet, from a sample of 300 pieces that address the problem of climate change. The analysis centres on aspects relating to: the authorship of the videos, the specific terminology used to explain climate change, the main objectives of the videos or their capacity to generate interaction with users, among other aspects. The classification was built from the quantitative and qualitative study of the sample used. This investigation proposes a method that allows online videos about climate change to be classified in a technological and media context that is undergoing continual change and evolution, and in which online videos have gained notable importance as transmitters of knowledge.
Complementary to the main objective, this study also analyses the general characteristics of the sample. In other words, it studies aspects related not only to the channel for which the videos were originally created but also compares other aspects relating to authorship, themes, and even the length of the pieces. These aspects are analysed comparatively in both videos made for television and later transmitted on the Internet, and those designed specifically for the web.
Methodology
A content study was employed for the analysis and classification of the videos, and was used to analyse quantitative aspects such as duration and other aspects in addition to formal and technical ones. For example, those related to the content of the video itself (the video's objective or main theme) or rigour (the presence of specialised terminology). Recent studies use this method in the analysis of online videos similar to that proposed here [Kousha, Thelwall and Abdoli, 2012] . It should be pointed out that in the content analysis applied to this study and carried out over three months, from December 2015 to February 2016, a sample of 300 videos addressing the issue of climate change was processed. The questionnaire (see appendices) designed to carry out the analysis includes items that describe both formal/quantitative aspects and others that examine in detail the content of the video and the theme itself with the aim of analysing the sample beyond the formal point of view.
We opted for the Google video search engine because, being the widest tool employed by users, it would yield the videos with the greatest potential projection. For the search, carried out in October 16 2015, a window was opened in Google anonymously and the term "climate change" was introduced. All cookies were desactivated and the memory caches were cleaned, as these factors may interfere with the reliability of the results.
The sample has limitations that need to be taken into consideration. It cannot be considered representative of media consumption by the public in general. On the contrary, it represents a search in a country (Spain) at a specific moment (October 16 2015) . Similarly, the sample is made up of videos that address the theme of climate change but not only from specialised sources. On the contrary, in addition to videos published by media that specialise in science, such as TED talks or the Science Museum website, it also includes videos from, for instance, The Guardian and Fox News in addition to videos published directly on YouTube, which make up a considerable number of those found in the search.
Of the 112 million references that appeared when the term "climate change" was entered into the search engine, Google only returned the 600 most relevant, which were conditioned by the search engine algorithm. Two coders then selected only those videos whose main theme was climate change. The exclusion criteria used were: links that did not lead to videos (31 items), videos that did not cover the subject matter as the main issue (83 items), links that contained the same video as a previous link (122 items) or that had any other type of problem that prevented the correct coding (16 items). Videos (48) that exceeded 20 minutes in length were also rejected due to limited resources; coding videos longer than 20 minutes requires an effort that lies beyond this current study. After cleaning up the results, the final sample was reduced to a total of 300.
Before commencing coding, a pre-test of the questionnaire was carried out in which the two coders applied the code to 5% of the sample, with the aim of detecting problems of comprehension and carrying out appropriate adjustments. Following this testing phase, the conclusion was reached that it was necessary to explain that the videos ought to be classified according to their main objective, given that several different possible objectives were detected in some videos. In other words, it was specified that the coders should choose the clearest option of those proposed in the questionnaire.
With regard to the section of the code that analyses video formats, it should be pointed out that the format is considered one of the essential pillars of the media production and publishing rationale [Soulages, 2007, p. 78] . Saló [2003, p. 13] believes that the concept of format refers to the formal and thematic aspects of a video and defines it as "the specific development of a series of audiovisual elements and contents that constitute a determined programme and differentiate it from others". For their part, Alvarado et al. [2014] point out that the capacity of a format can be limited and highlight that "a TV program format can thus be understood as the deliberate enhancement of the adaptability of a program. It is that complex and coherent body of knowledge assembled by an owner that permits and facilitates the imitation of a TV program by another".
The classification of formats proposed in the code has certain limitations, since it does not differentiate the videos exclusively according to their structure. Rather, it takes into account other aspects such as, for example, the theme or genre. It is, therefore, a proposal that could be improved in future studies so that there would be no overlap between concepts and that the video structure would be exclusively considered with the aim of achieving greater rigour.
Taking into account the aforementioned limitations, the code designed to analyse the sample videos differentiates between 18 format types classified into two groups:
TV formats:
TV Programme: factual or fictional television content (or a fragment thereof) that is broadcast on a channel or the Internet. In this study, this is applied to spaces that are not interviews, news items, documentaries or debates, for example a talk show.
TV News: a fragment of a television newscast or a complete news broadcast.
TV Feature / Documentary: a film or television programme (or a fragment thereof) presenting a political, social or historical subject in a factual and informative manner and often consisting of news clips or interviews accompanied by narration. It focuses on representing reality using all available techniques [Nichols, 1991] .
TV Interview: a conversation between a journalist and an interviewee (or a fragment thereof).
TV Debate: a television format in which the debaters present their various points of view on an issue with the intervention of a presenter who allocates times and moderates the discussion [Livingstone and Lunt, 2002, pp. 36-40] .
TV Conference, video recorded: a talk or complete lecture (or a fragment thereof) in which the speaker sets out his/her knowledge of a particular subject.
TV comedy video: a brief scene or sketch in which one or various people appear with the aim of entertaining [Krutnik and Neale, 2006, pp. 12-14] .
TV Video analysis or Statements: fragment in which an individual's opinions or analysis are reproduced or may form part of a programme or news item.
Web formats:
Web Interview: a complete interview or fragment thereof.
Video Blog: a series of videos published chronologically on a blog.
Web Documentary or webdoc: "interactive applications, on or off-line, made with the intention of representing reality with its own mechanisms that we can call modes of browsing or interactivity, relative to the level of participation allowed" [Gifreu, 2011] .
Web Music video: a short film with a loosely connected flow of action around a theme, integrating a song and imagery, produced for promotional or artistic purposes [Aufderheide, 1986] .
Web News: a complete television newscast or a fragment thereof. Web Promotional video: content whose main aim is to promote a product or service in order to achieve objectives within a marketing strategy. TV comedy video: a brief scene or sketch in which one or various people appear with the aim of entertaining [Krutnik and Neale, 2006, pp. 12-14] .
The analysis code also included the following categories: -Video title.
-Video creators. We decided to divide these into the following areas: scientific institution; private company; television channel; other media outlets; scientific publication; non-scientific institution/association/NGO; individuals (user generated content); and others, which included both videos that fell outside the previous categories and those for which it was not possible to determine the category to which they belonged.
-Length.
-Main objective: six objectives were established: information; awareness-raising/persuasion; entertainment/infotainment; education/training; commercial; others.
-Video theme: scientific; political; economic or social; others (for example, commercial content).
-Presence of scientific terminology and an explanation of concepts.
-Inclusion or not in the video of components that encourage interaction. Interaction was considered "low" when the only call for action was "subscribe" 1 and "medium" when, in addition to a subscribe button, links to other videos or other actions were also included (usually at the end). 2 Lastly, interaction was considered "high" in the case of webdocs, where the involvement of viewers is extremely elevated. The sample included online documentaries but did not include any video with a webdoc-specific format.
-Number of views and comments, in those videos which showed this information. This parameter is measured as a way to test the ability of the video to invite to participation [Burgess and Green, 2013, p. 54] Once the coding of the videos was completed, a reliability test was carried out. The test consisted of taking 10% of the coded sample, i.e. 30 videos, and comparing whether the coding carried out by the coders agreed. The agreements between the two coders that performed the task were higher than 85% for each variable. There were two variables in which reliability was less than 85%, and were thus ruled out of the analysis. These excluded variables were: the video scenario and the dominant framework.
Analysis of results Classification of online science video formats
Firstly, Figure 1 underlines the existence of a wide variety of formats already mentioned in previous studies. Therefore, the analysis of the sample enabled 18 formats of video to be distinguished, where it can also be observed that the proportion of each format differs notably depending on each case. Focusing on the five most frequently occurring formats, we see that the greatest percentage of online videos analysed are recorded video conferences (15.7%). in second place, we find Internet-specific reports, which make up 15%; in third place are the various video blog formats (10.7%); in fourth, the web video of analysis and statements (6%) and, in fifth place, interviews and reports produced for TV (5.3% in both cases).
Having established a classification of the formats, we were able to confirm that they could be easily classified into two separate groups: a first group of formats for television news or production for television, and a second group of formats for the Internet itself. Table 1 shows the various formats in these two groups, established according to the original intended transmission.
Once regrouped, Figure 2 reveals that the highest percentage is made up of those videos in the Internet formats group, constituting 68% of the total, while the made-for-television formats accounted for 23.3%. One the one hand, we have established a first group of videos in which the television provenance can be identified, for example, because they retain the channel's logo or because they are clips from programmes aired on television. We also differentiated a second group of videos: those videos designed specifically for the web. Nevertheless, mention should also be made of the possibility of establishing a third group of those videos whose original production was designed with the two formats in mind (TV and web) , as in the case of videos created by news agencies that distribute them to their subscribers (television stations or digital media outlets). We have, however, ruled this group out but it is perhaps one that ought to be considered in future investigations. Next, it is worth considering whether the science videos not originally produced for an online channel achieved the same aims -for example, in terms of diffusion and virality -as those that were produced with the Internet characteristics in mind from the outset. Both aspects are analysed further on through a comparison of the comments and the total number of views obtained by the two different groups. These conclusions were reached after analysing first technical aspects, such as the length of the pieces, or characteristics related to qualitative aspects, such as the main objective of the videos and their creators, always under the subdivision of television formats and web formats.
Producers of the videos
From Figure 3 , which shows the creators of the analysed videos according to the established classification, it is clear that science videos on climate change that were produced by general media outlets predominate. In this sector, which makes up 41% of the sample, we find large media outlets with an international perspective, including The Guardian, The Huffington Post and Associated Press, among others. For their part, television channels comprised 8% of the sample, with channels such as BBC, CNN and Fox News. It also stands to reason that the television formats have a presence only in broadcasting companies and the media. In most cases, they are news format videos that cover political statements on the subject of climate change or videos from agencies that have supplied the information to the channel, which is also published on the channel's own website. which comprise 10% of the total and which are included within under Internet formats. Videos produced by non-governmental organisations are also worthy of mention. These make up 12.3%. Within this group, we find entities such as the Science Museum and the World Wildlife Fund (WWF), which, unlike other producers, focus on creating videos specifically for the Internet. With regard to user-generated content, which represents just 6.6% of the total number of videos on climate change, videos of experts talking at conferences, video blogs and videos of statements are the most frequent.
Length according to format
In Figure 4 , it can be clearly seen that videos on climate change available on Google are mainly pieces that vary between 1 and 3 minutes in length. Specifically, the largest block of videos is made up of those videos lasting between 1 and 2 minutes, followed by those that range between 3 and 6 minutes; from 6 minutes onwards, the number of videos decline, something which is seen in both the videos classified as television formats and web formats. In other words, there is a clear tendency for short videos: more than half the sample videos, 61%, last 1-3 minutes; 22% last between 3 and 6 minutes and the remaining 17% are longer than 6 minutes.
Moreover, it should be pointed out that videos longer than 10 minutes and closer to 20 minutes are mainly web-format conferences and discussions by experts. Specifically, most of these recordings belong to TED, a not-for-profit organisation dedicated to the spreading of ideas through their webpage, generally in the form of conversations or talks. Other producers of longer pieces include universities and research centres, which also make their conferences and debates available to the public through their online channels. There are no notable differences in the length of the videos when the established classification is taken into account, apart from those pieces making up the group of videos typical of television and the Internet that are between 1 and 3 minutes long, the standard length for online science videos. It is surprising that the web-format pieces are not limited to this segment corresponding to short videos, since the column representing web format videos is present throughout the chart and not only in the first positions. This leads us to think that, despite the fact that we have confirmed that the most frequent length of online videos is 1 to 3 minutes, the formats typical of online videos do not always share this tendency towards brevity.
Objectives according to format
The videos resulting from a Google search on the problem of climate change aim to be fundamentally informative and to raise awareness among the public, both in online and television formats. It should be considered a positive thing that these types of videos are treated from a responsible and respectful perspective in informative terms. Thus, as can be seen in Figure 5 , 66% (television format) and 40% (web format) of the sample videos have a principally informative objective, while 22% (TV format) and 35% (web format) aim to raise awareness. However, those with infotainment as their aim comprise 11% of the television format samples and 10% of those in web format.
A notable result is the extremely low percentage of videos with an educational aim, which aggregates only 3% of the web format videos, with no representation in television formats. Bearing in mind the specific characteristics of the environmental problem addressed and the need to raise awareness -something which is reflected in the awareness-raising percentage -, it is surprising that the videos do not have an educational role on the subject matter. For example, there is a lack of videos that focus on the guidelines on specific action the public can take to combat the problem. With regard to the creators of the mainly informative videos, it should be pointed out that, predictably, the majority come from the media and television channels. On the other hand, the creators of videos with a mainly awareness-raising aim are, once again, firstly the media and secondly, associations, NGOs and non-scientific institutions. Finally, a commercial objective is only observed in online-format videos and represents 8.3% of the sample.
The presence of scientific terminology Figure 6 analyses the presence of scientific terminology in the sample videos, a parameter directly related to scientific rigour. It is assumed that those videos that explain climate change in detail through the use of specific concepts are more rigorous. Similarly, it should be determined whether those videos that include scientific jargon make an effort to explain it and translate it so that it is easily understood by the viewer.
In general terms, we can see that the majority of the videos on climate change, including those published on the Internet, whether web formats (89%) or television formats (94%), do not include scientific terminology. Although the percentage of videos that use scientific jargon is greater for web formats than for television formats, the proportion in the former only reaches 11% of the total number of videos. Similarly, it should be pointed out that of the number of videos that do include scientific terminology, those that explain it do not reach 50%, in neither web nor television format.
Views, comments and elements that encourage interaction
By analysing the total number of views of the various formats, we can confirm that those that have been designed to be shown on the Internet receive a much greater number of views than those produced for television. It should be pointed out that the count of comments and views has been restricted to those for which such data is available. In other words, we have been able to tally this data in all videos published on YouTube channels (which make up 23% of the total) but not for those videos published by other websites in which this information is not shown. For this reason, Figures 7 and 8 , which show the percentages of these parameters, are accompanied by tables showing the total number of videos of each format for which such information is available, along with the average. Figure 7 shows that 80% of the views counted in the sample videos that provided this information are internet-format, while the remaining 19.5% of the total views correspond to television-format videos. We can confirm that web-format videos received an average of 526,379 views, while those designed for television received an average of 13,600 views.
The analysis of the comments received by the various science videos is decisive in demonstrating that Internet-format videos generate a greater response: The total number of comments registered by this subgroup exceeds 130,000, amply surpassing television-format videos (21,066 recorded comments).
Among the videos that generated the most comments, we find one, published by the channel Big Think, which shows a debate in which the science presenter Bill Nye participates in a discussion about climate change between politicians and scientists titled "You Can't Ignore Facts Forever". Among the more than 7,000 comments recorded by this video to date, there is a disperse dialogue that addresses many points of view on the subject. Another video that stands out for the number of comments generated, titled "Climate Science: What You Need To Know", which has generated over 3,000 comments to date. It was published by Joe Hanson on his YouTube channel "It's Okay To Be Smart". The comments focus on aspects relating to climate change prediction models or the melting of ice at the poles and, as with the previous example, some of the opinions contribute to the discussion constructively, while others are more superfluous and less edifying. The aims of this study do not cover the analysis of comments, which doubtlessly would yield interesting perspectives on the participation of users and would constitute a future line of investigation.
The analysis of the presence of elements that foster interaction was only carried out in videos designed for the Internet, since there are no such elements that allow for this in television-formatted videos. Figure 9 shows that not even web formats make the best use of the advantages of interactivity provided by the Internet. Only 14% of the Internet-formatted videos provide some type of element that encourages interaction. Of this low percentage, 12% show a low level of interaction and 2%, an average level. 
Discussion
The analysis of online videos on climate change provides us with a classification across 18 formats. In this way, our classification corroborates the conclusions reached in similar studies on the existence of a wide variety of genres and subgenres [Muñoz Morcillo, Czurda and Robertson-von Trotha, 2016; Burgess and Green, 2013 ]. These different formats have then been classified into two groups, according to the channel for which they were intended, with the aim of establishing their fundamental differences. These groups are: television formats and web formats. In other words, it can be seen that there are videos that have characteristics fundamental to television media formats (documentaries, news, TV interviews etc.) and that were initially broadcast by a television channel and later, or in parallel, published online. On the other hand, there are other formats exclusively produced for the Internet, including video blogs, conferences published by both scientific entities and individual users, or news videos published by media outlets on their websites.
Using this distinction (web formats and TV formats), the results demonstrate that the majority of videos on climate change published online are intended for the Internet. Similarly, the study shows that videos produced with the idiosyncrasies of the Internet in mind receive a greater number of views and comments, in comparison to those videos produced for broadcast on television and later published on the web. However, it is important to remember that on this point some of the videos do not show the total number of visits. As such, part of the sample cannot be taken into account in this regard.
The results also reveal that, despite the fact that the large majority of videos analysed are pieces produced specifically for the Internet, they do not take advantage of all the interactive potential provided by the web. In other words, when it comes to fostering audience participation, the Internet offers advantages that other channels do not have. However, if the capacities of the Internet are to be fully taken advantage of, the messages should be adapted to its requirements and include elements that foster interaction with the user; something that, as has been demonstrated in this study, does not occur in all cases. This result is in contrast with those of Muñoz Morcillo, Czurda and Robertson-von Trotha [2016] , which revealed that most videos analysed in their sample include typical elements that foster community building and allow for their dissemination. We believe that the differences in the results are due to the difference between the two samples.
With regard to the more general aspects of the videos, the audiovisual narrative accompanying online videos on climate change is composed of shorter pieces, a result which tallies with the conclusions reached by Muñoz Morcillo, Czurda and Robertson-von Trotha [2016] . Moreover, the main objectives of online videos on climate change are to inform and raise awareness. The educational aspect, in contrast to what might be expected and bearing in mind the specific characteristics of the subject of climate change, has no weight in the overall objectives. There is a lack of videos with guidelines on what the public can do or containing specific actions they can take to combat the problem or in order not to exacerbate it. Likewise, the analysis of the presence of scientific terminology in the videos reveals the lack of depth when explaining the content in the majority of cases. This result demonstrates, in turn, the scarcity of scientific rigour, since in addition to the fact that videos that include scientific terms are in the minority, only half of these make any effort to explain these concepts.
In summary, the results demonstrate that the capacity of online videos on climate change to generate visits and foster audience participation is greater when the online video has been specifically designed to be transmitted on the Internet, rather than when it has been produced to be broadcast on television and is later published on the internet. Nevertheless, we have also observed that the full potential of the online video format is not harnessed, as the majority of such videos do not include elements that foster user interaction and that might thus increase dissemination. However, with all of the above one must consider the idiosyncrasies and the heterogeneity of our sample, which includes videos from media organisations and organisations specialized in scientific dissemination, as well as others published by general media or directly on YouTube. Therefore, and in spite of the limitations referred to throughout the article, the study seeks to expand our understanding of the use of online videos as a tool to address the issue of climate change and places the focus on aspects that might contribute to a the better production and dissemination thereof.
Future lines of research should focus on widening the sample to other scientific issues of interest to confirm the validity of the classification established in this study. A further future line of research based on the study of reception might consist of creating an "intelligibility index", which would be created by asking test participants with little knowledge of climate change to rank the comprehensibility of the videos on the scale we propose. The classification of videos into different types will also continue to be analysed with the aim of determining the characteristics of online videos that make them more effective in terms of science communication, taking into account, for example, the inclusion of specific technical elements characteristic of the Internet format.
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Appendix 1. Questionnaire
(Version 19/04/2016) The final version of the questionnaire is included in order to highlight those questions that did not offer sufficient reliability (in red) and those that were excluded from subsequent analysis. 
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